This study employed a value-attitude-behavior model to investigate whether global and domain-specific values affect US consumers' attitude and their behaviors toward a Chinese-Inspired Product, with the perceived level of cultural design influence as a moderator between cultural openness and esthetic value and emotional value. Data were collected by using the web survey from a major southeastern university. Total 323 surveys were retained.Theresults indicated that global values (i.e., cultural openness and need to differentiate) positively influenced domain-specific values (i.e., esthetic and emotional values) and attitude, which in turn affected US consumers' behaviors (i.e., word-of-mouth and purchase intention); and the effect of cultural opennesson emotional value perception was greater for consumers who had stronger perceptions of cultural design influence.
Value system theory, introduced by Vinson, Scott, and Lamont (1977) , indicates that values exist in a hierarchical structure, in which global values are at the fundamental level and domain-specific values are at the second level. Global values are abstract and general beliefs that guide actions and judgments across situations, while domain-specific values influence individuals' evaluative beliefs associated with the styles or attributes of products. The value-attitude-behavior framework proposes that value perceptions influence consumers' attitude, which eventually influence their behaviors (Homer & Kahle, 1988) .
This study tests these two models in the setting of a Chinese-inspired product (CIP). As illustrated in Figure 1 , we propose that consumers' global values such as being culturally open and possessing the need to differentiate themselves influence their domain-specific values (i.e., esthetic value and emotional value) toward the CIP and that these domain-specific values positively influence their attitudetoward the productand ultimately their behaviorby way of word-of-mouth and purchase intention. In addition, this study will examine whether the perceived level of cultural design influence moderates the relationship between cultural openness and esthetic value and emotional value. 
Literature Review and Hypotheses

Global Values
This study employs cultural openness and need to differentiate as global values because they are closely related to the individual's self and provide guidelines for modes of conductand evaluations of products (Verplanken & Holland, 2002) .
Cultural Openness
Cultural openness refers to awareness, understanding and acceptance of other cultures and is determined by an individual's willingness to interact with people from other cultures and experience their artifacts (Shankarmahesh, 2006) . In this culturally diverse world, individuals are directly and indirectly exposed to other cultures and thus are subjected to various levels of cultural influences, changing their views toward the cultures. According to Sharma, Shimp, and Shin (1995) , the opportunity to interact with people and products from other cultures can lower cultural prejudice. For instance, with greater exposure to Chinese cultures, consumers become more familiar with and receptive to the Chinese cultures. Therefore, consumers who are culturally open like to meet people and learn from different cultures, and accept products that evoke cultural associations. Steenkamp, Batra, and Alden (2003) argued that cultural openness is an important variable that not only shapes consumers' responses to products but also determines preferences for foreign and local brands.
Need to Differentiate
Assimilation and differentiation are two competing needs, and each of them tends to happen at the expense of the other (Brewer, 1997) . That is, as individuals become more inclusive by identifying themselves with the group as a whole, the need for assimilation is satisfied but the need for differentiation is activated. In the area of social psychology, need to differentiate refers to the extent to which an individual desires to be different from others (Brewer, 1997) . Individuals who have a desire to define their self and develop a personal identity seek goods, services, and experiences to express their own thoughts and specialness (Kim & Drolet, 2003) . Thus, these consumers seek a higher level of dissimilarity from most other consumers, exhibiting a strong desire to possess unconventional products.
Domain-Specific Values
Domain-specific values bridge the gap between centrally held global values and evaluative beliefs about product attributes (Honkanen, Verplanken, & Olsen, 2006) . Among all attributes, style, fabric print, and color are viewed as important when US consumers evaluate ethnic-inspired garments, because these attributes convey cultural messages and trigger positive emotional reactions to the products (Moalosi, Popovic, & Hickling-Hudson, 2007) . Therefore, this study employs emotional value and esthetic value as domain-specific values relevant to a CIP rather than utilitarian values such as quality and price.
Esthetic Value
Esthetic value refers to individual perceptions of beauty (Armstrong, 2004) . These perceptions involve responding to certain design elements such as symbol, style, and color (Veryzer, 1993) and interpreting their meanings (Scott, 1994) . Therefore, the products that are predominantly esthetic tend to induce positive affective states (Mano & Oliver, 1993) or intrinsic hedonic value that involves appreciating some experience for its own sake (Bell, Holbrook, & Solomon, 1991) .
Individuals with greater cultural experiences and contact with specific cultures tend more readily to accept people of the cultures and their dress (Chen & Stanley, 1994 Individuals have a strong need to define their self with a meaningful identity, and products with certain designs can communicate this meaning (Belk, 1989) . Specific attributes such as symbols and styles of a product can influence individuals to achieve desired values through the benefits derived from the product (Reynolds & Gutman, 1988) . This influence may be stronger among consumers who have the need for distinctiveness (Bloch, 1995) . To these consumers, wearing ethnic clothing creates a unique and creative appearance (Littrell, Ogle, &Kim, 1999) . Thus, H2: US consumers' need to differentiate is positively related to their perceived esthetic value toward a CIP.
Emotional Value
Emotional value refers to individual perceptions of feeling or affective states (e.g., comfort, pleasure, happiness) generated by a product (Sweeney & Soutar, 2001 ). According to Kim, Sullivan, and Forney (2007) , consumers evaluate products, not just in functional terms of expected performance, value for money and versatility, but in terms of the enjoyment or pleasure derived from the product. Apparently, emotional value is a critical consumption-related value that is derived from the feeling or affective states that a product creates. Therefore, cultural symbols and styles of CIP scan induce some level of interest and contribute to pleasurable experiences from those who accept the cultural products. Thus, H3: US consumers' cultural openness is positively related to their perceived emotional value toward a CIP.
Consumers who want to set themselves apart from others may view ethnic products as a vehicle to represent their self-identity because of their uniqueness and distinctiveness. In fact, Moalosi et al. (2007) discovered that products made in Botswana yielded both esthetically pleasing and sensually pleasurable experiences through their traditional motifs, colors, shapes and forms. Also, Radford and Bloch (2011) found that products perceived as visually new elicited more affective reactions than those not perceived as new. In this vein, it can be posited that US consumers who have a desire to differentiate themselves from others perceive the CIP as emotionally rewarding. Thus, H4: US consumers' need to differentiate is positively related to their perceived emotional value toward a CIP.
The Moderating Effect of Perceived Cultural Design Influence
It has been acknowledged that design cues affect consumer perceptions toward stores or products. For example, Richardson, Dick, and Jain (1994) proved that consumers' store brand quality perception is driven by cues such : When culturally open US consumers perceive a higher level of cultural design influence from a CIP, they will perceive stronger esthetic value (H5a) and emotional value (H5b) from the CIP.
Perceived Values, Attitude, and Behaviors
Perceived values generate favorable evaluative beliefs that are attitude toward desirable attributes of products (Clawson & Vinson, 1978) . The relationship between perceived values and attitude has been demonstrated by several researchers (e.g., Honkanen et al., 2006; Sweeney & Soutar, 2001) . Osborne (1968) demonstrated that favorable attitudeis formed when an individual attends to products by its intrinsic attractiveness. Furthermore, Morganosky (1984) found that esthetic value, more than utilitarian value, is related to US consumers' favorable evaluations of apparel products. Likewise, these favorable evaluations can be influenced by consumers' pleasure or enjoyable feeling aroused by the CIP'scultural conspicuousness in design. Based on this review, we propose that H6: Consumers' perceived esthetic value (H6a) and emotional value (H6b) are positively related to their attitude toward a CIP.
An individual's attitude isone of the important factors determining behavior (Ajzen & Fishbein, 2000) . Attitude-behavior relation has been proved by several researchers (e.g., Hansen, 2008; Michaelidou & Hassan, 2007) . Positive word-of-mouth (WOM) is a referral behavior that occurs when individuals speak products or services in a positive way (Money, Gilly, & Graham, 1998) . Thus, a favorable attitude toward products and service leads to positive word-of-mouth. Purchase intention is another construct that is guided by attitude and is used to anticipate a response behavior (Li, Daugherty, & Biocca, 2002) . Chitturi, Raghunathan and Mahanan (2008) found that delighted customers are more likely to express positive WOM and indicate the intention to purchase. Therefore, it is expected that US consumers having favorable attitude toward the CIP are more likely to purchase and express positive WOM about the CIP than their counterparts. We hypothesize that H7: Consumers' attitudetoward a CIP is positively related to their WOM (H7a) and purchase intention (H7b) about the CIP.
Methods
Stimuli and Data Collection
A picture of black T-shirt containingthe peace sign embedded with Chinese characters was used as a stimulus. The design of the original peace sign was adapted by adding Chinese characters for the term "peace" and multiple colors inside the circle. We use the peace sign and Chinese characters because peace sign is internationally recognized and because Chinese symbols and characters have widely been embedded in products and service, thus increasing consumer awareness and familiarity. Face validation was performed by several graduate students from different ethnic groups (i.e., American, Chinese, and Korean) to check whether the stimulus represents a culturally inspired product. Then, the image of the stimulus was presented on the online survey developed via Qualtrics.
Data were collected via the snowballing sampling method with students taking one of the consumer behavior classes at a major southeastern university. Although this sampling method has limitation such as non-random data and sampling bias, it has been used to widen respondents' age range (Salganik & Heckathorn, 2004) . To maximize this benefit, the students were asked to invite people across the age spectrum to complete the survey. Among a total of 348 cases collected, 25cases were excluded due to careless and incomplete responses. As a result, 323 surveys were retained.Among them, 72.3% were females, ages ranged from 18 to 77with the mean age of 25, and the majority (90.9%) of respondents was white American.
Measures
All measures were adapted from previous studies and used 7-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). For global values, the cultural openness scale was adopted from Sharma, Shimp, and Shin (1995) 
Data Analyses
The study tested a measurement model with confirmatory factor analysis (CFA) and tested hypotheses with structural equation modeling (SEM) using Mplus Version 6.1. Prior to testing models, we checked multivariate normality with LISREL 8.80, and the result showed that data were not multivariate normal (chi-square of skewness and kurtosis values = 2134.43, p < .000). Therefore, we specified the robust maximum likelihood estimation method which uses a mean-adjusted chi-square test statistic (Satorra & Bentler, 2010) on both CFA and SEM to control the non-normal data.
Model fits of CFA and SEM were assessed by the comparative fit index (CFI), the Tucker Lewis index (TLI), and the root mean square error of approximation (RMSEA). CFI and TLI above .90 and RMSEA under or equal to .08 are considered as acceptable goodness-of-fit indices (Hair et al., 1998) .
Results
Measurement Model
CFA was tested for 7 variables with 22 scale items. The goodness-of-fit indices of the measurement were found to be satisfactory: CFI = .969; TLI = .961; RMSEA = .056. All factor loadings exceeded the threshold of 0.50 (Rencher, 2002) , and composite reliability scores also exceed the threshold of 0.70 (ranging 0.864-0.956) (Nunnally & Bernstein, 1994) . In addition, the average variance extracted (AVE) values of all construct exceeded the threshold of 0.50 (Fornell & Larcker, 1981) . These results of factor loadings, composite reliabilities, and AVE values demonstrate the existence of convergent validity (Table 1) . Discriminant validity was also demonstrated by the finding that all AVE values exceeded shared variances of all possible pairs of latent variables (Fornell & Larcker, 1981 
Structural Model
We tested all hypotheses with SEM, and the structural model showed acceptable model fit indices: CFI = .931; TLI = .920; RMSEA = .081. Cultural openness positively affected esthetic value (β = .233, p < .001), supporting H1. However, need to differentiate did not significantly affect esthetic value (β = .072, p = .184), not supporting H2. Emotional value is positively affected by both cultural openness (β = .172, p < .001) and need to differentiate (β = .145, p < .05), supporting H3 and H4. In addition, both perceived esthetic value (β = .584, p < .001) and emotional value (β = .555, p < .001) positively affected attitude, supporting H6a and H6b. Attitude positively affected both WOM (β = .690, p < .001) and purchase intention (β = .816 p < .001), supporting H7a and H7b.
Multiple Sample Analysis
We tested the moderating role of perceived cultural design influence in the effect of cultural openness on esthetic value (H5a) and emotional value (H5b) by conducting multiple sample analysis. We divided the sample into two groups based on respondents' perceived cultural design influence measured by three items: "This T-shirt is culturally inspired"; "This T-shirt is an ethnic-oriented product"; and "I see a cultural cue from this T-shirt." This scale of perceived cultural design influence was highly reliable with Cronbach's alpha value of .929. For a clear distinction between low and high group based on perceived cultural design influence, we excluded respondents who responded 4 (neutral response based on 1-7) on the constructs.
Before comparing causal paths across groups, we tested measurement model invariance between high and low groups. First, we tested configural invariance to check equality of the factor structure between the two groups, and the result showed excellent model fit indices: CFI = .947; TLI = .934; RMSEA = .075, supporting configural invariance. We also tested metric invariance to check equality of factor loadings between the groups. After relaxing one factor loading (This T-shirt is the one that I would enjoy) based on modification indices, the partial invariance was supported (χ² d (14) = 19.214, p = .157).
Next, we tested chi-square difference between the baseline model (all paths were made equal between groups) and the constrained model (a specific path was relaxed) in order to determine whether the particular path is significantly different. As for the path from cultural openness to esthetic value, there was no significant difference between the low group (β = .077, p = .369) and the high group (β = .193, p < .001) (χ² d (1) = 2.185, p = .139). Therefore, H5a was not supported. In terms of the path from cultural openness to emotional value, there was a significant difference between the low group (β = -.115, p = .167) and the high group (β = .233, p < .01) (χ² d (1) = 5.542, p < .05), demonstrating the moderating effect of perceived cultural design influence for the relationship between cultural openness and emotional value. Thus, H5b was supported.
Discussion and Implications
This study used value system theory and value-attitude-behavior model to investigate the relationships among consumer values, attitude, and behavior toward a Chinese-inspired product (CIP). The result confirms the traditional value-attitude-behavior model but offersan extension to this model by adding hierarchically related global and domain-specific values. The findings also empirically support that acculturation occurs when ethnic consumers and their cultures influence mainstream ones, which is different from the traditional view of acculturation that occurs in a reversed way. This creates opportunities for manufacturers and retailers because the CIP can mold US consumers' attitude and behaviors.
The findings suggest that US consumers who are culturally open perceive esthetic appeals and emotional reward from the CIP because they believe that cultural symbols or styles of the CIP represent their openness and acceptance toward Chinese cultures. Therefore, retailers can identify US consumers who are culturally open as their target consumers of CIPs.
US consumers with a strong need to differentiate from others are willing to engage in the consumption of CIPs to express their own thoughts and develop a personal identity. To these consumers, the cultural symbols and styles of CIPs can be perceived as pleasing and visually attractive. In order to satisfy their desire to be different from others, designers can provide unique, stylish and symbolic features to generate consumers' positive value perception. For example, the qipao designed by Jason Wu incorporates Chinese attributes such as peony and deep red color that indicate the elegance and good luck to increase consumers' awareness. The red wedding dresses by Vera Wang use the Chinese traditional color to project the meaning of "happy ever after" to attract married couple's attention. These strong ethnic cues certainly increase the uniqueness of the products, serving the desire of those who want to differentiate themselves from others. As expected, consumers have favorable attitude toward the CIP if they perceive the CIP as emotionally pleasing and esthetically attractive. Because values such as attractiveness, enjoyment, and pleasure are what these consumers perceive as important when choosing CIP products, retailers or manufacturers need to deliver such values to these consumers in their promotional or advertising strategies in order to succeed in the long run. Specifically, manufacturers can capitalize on this fact when they develop new products or extend their brands.
The finding that consumers' attitude is positively related to their word-of-mouth and purchase intention about the CIP indicates that consumers' favorable attitude toward the CIP supports their referral behavior and their response behavior of the CIP. To generate consumers' favorable attitude toward the CIP and increase their positive word-of-mouthand purchase intention, manufacturers and retailers can create their own Twitter accounts or post the CIP image on Facebook. In addition, retailers and manufacturers can provide live broadcasting fashion show on their blogs to publicizethe CIP's ethnic attributes and trigger consumers' positive behavioral responses. These strategies will certainly form consumers'positive attitude toward the CIP and support their referral behavior and their response behavior toward the CIP, which in turn extend product lifecycle, produce a high level of sales, and increase the competitive retail advantage.
However, this study has several limitations that lead to recommendations for future studies. First, this study was confined to a China-inspired product. Future studies may apply the value-attitude-behavior modelto other culturally inspired designs to determine the generalizability of the model in different cultural contexts. Second, the sample was regional in nature. Future studies can be conducted using nationwide sample that is more comprehensive in terms of both age and income groups. Finally, exploring the hierarchical relationships of all constructs in the on-line environment would be another future research area. Nevertheless, this study is the first to investigate the acculturation effect on mainstream consumers who have been influenced by ethnic designs and its explanatory variables based on the extended value-attitude-behavior model.
